This study analyzes how destination identity is projected through the use of photographic imagery and narratives in an online environment in the context of marketing a fast growing tourist destination such as Dubai. Twenty Dubai-based websites, covering various sectors of the industry, were content analyzed in terms of the photographic material and textual representations presented. Results confirm that there are, as expected, considerable discrepancies in the way the private and public players project Dubai's identity. Private sector organizations, in particular hospitality and transport, are product oriented and projected images relate primarily to the specific facilities and tourist activities on offer. In contrast, the destination marketing organization focuses on the projection of cultural identity and heritage.
Introduction
extracts from this multifaceted expression and reduces it to a series of icons. This distorts the Although only sporadically investigated (Alidentity and trivialises the place and contributes bers & James, 1988; Cohen, 1988; Fairweather & to the consuming nature of tourism. (p. 80) Swaffield, 2002; Garlick, 2002; Human, 1999; MacKay & Fesenmaier, 1997; Markwell, 1997;  Tourism can indeed be categorized as a form Sternberg, 1997) , the relationship between photogof hedonic consumption, where the experience is raphy and tourism has received some interesting an end in itself ; coverage, such as for instance by Human (1999) Leemans, 1994; Vogt & Fesenmaier, 1998) . Sternwho characterizes the relationship as "ambivaberg (1997) in fact "argues that tourism planning lent." has as its central challenge the design of effective touristic experiences, and can find conceptual what role photography plays in determining the emotional cues. Incorporating photographic material may contribute significantly to this. nature of touristic experience" (p. 289). According to Sontag (2002) this is a critical issue as "photoBut what is exactly the tourism product or experience that these narratives represent, if not a graphs, in teaching us a new visual code, alter and enlarge our notions of what is worth looking at flight on a certain day to a certain country, with a hotel room for a certain number of nights and a and what we have a right to observe" and at the same time, "photographs really are experience capcity tour somewhere along the way? When tourism destinations are defined at the level of countured, and the camera is the ideal arm of consciousness in its acquisitive mode" (p. 3).
tries, some help in answering this question is provided by Hall (1996) . He phrases the question as Hirschman and Holbrook (1982, p. 92) emphasize the importance of multisensory, fantasy, and follows. "But how is the modern nation imagined? What representational strategies are deployed to emotive aspects of experiential or hedonic products such as tourism (the "three Fs": fantasies, construct our common-sense views of national belonging or identity? . . . How is the narrative of the feelings, and fun; Holbrook, 2000, p. 178; . Consumers build up national culture told?" (p. 613). Of the many aspects that a comprehensive answer to that question emotional arousals and mental multisensory imagery, either historic (i.e., based on prior experiwould include, Hall selected five main elements. First, there is the narrative of the nation, as it is ences) or fantasy imagery, based on what they (expect to) taste, hear, smell, see, or feel when told and retold in national histories, literatures, the media, and popular culture; secondly, there is the consuming experiential products. Gretzel and Fesenmaier (2003, p. 51) argue that, in order to imemphasis on origins, continuity, tradition, and timelessness; a third discursive strategy is the inprove future tourism marketing strategies, sensory tourism information should be communicated, eivention of tradition; a fourth example is that of the foundational myth; and lastly the national identity ther through new emerging technologies such as virtual tours (possibly incorporating the developis also often symbolically grounded on the idea of a pure, original people or "folk" (Hall, 1996 , p. ment of sensors for taste, smell, and touch) or using traditional forms such as metaphors and nar-613). Competing in the tourism market forces tourist destinations to decide whether and which ratives. Narratives about places are the basis for creating destination image and are enhanced by elements of national, local, and regional culture would contribute best to the attraction system of photographic material. Hirschman and Holbrook (1982) also argue that in the hedonic consumption the destination. And next, which elements of the attraction system would most appropriately repreperspective "the researcher is concerned not so much with what the product is as with what it repsent through the projected images of the destination in question. This article studies to what extent resents. Product Image, not strict reality, is a central focus" (p. 93). For experiential products such these identities and images are reflected in the online narratives and pictures that are used to market as tourism, consumers try to organize a complex sequence of events and their reactions to these the fast growing tourism destination of Dubai. In projecting destination identity, "authenticity" events (and the information gathered) into a meaningful whole. Understanding this is the province of has been a predominant issue. The tourist is said to enjoy the pseudoevent (Boorstin, 1993) , that is, narrative psychology, which contends that people have the natural propensity to organize informainauthentic, contrived attractions, and disregard the real world. "Over time the images generated tion about experiences in story format. It also suggests that people relate their interpretations of exwithin tourism come to constitute a self-perpetuating system of illusions, which may appear as perience to others by narrating, or telling stories (Dhar & Wertenbroch, 2000; Padgett & Allen, 1997;  quaint to the local inhabitants as they do to the tourists themselves" (Duncan, 1978 , p. 277, cited Vogt & Fesenmaier, 1998 . Ideally, therefore, narratives included in marketing material for tourism by Urry, 2003, p. 10) . As indicates, "the search for authenticity is too simple a foundadestinations should represent such rich tourism experiences and reflect multisensory, fantasy, and tion for explaining contemporary tourism. There are multiple discourses and processes of the 'aukind of image of the world do they have?" Investigating what is projected by various actors in the thentic'" (p. 11), which are likely to expand further in the future as a result of the continuous industry would give us insight into what part of the image of the world that they have, they want contest between the Internet revolution and the evolution of the cultural identity of a destination.
to "appropriate" (Sontag, 2002, p. 4) . If, as according to Sontag (2002, p. 3) , "the most grandiose This aspect of destination image can be examined through the content analysis of online publications result of the photographic enterprise is to give us the sense that we can hold the world in our about destinations. Amongst others, it can provide destinations better insight into the way in which heads-as an anthology of images" (p. 3) (i.e., "to collect photographs is to collect the world"), the they incorporate the authentic in relation to the identity of place in the online image projection to presentation of these collections as assembled by tourism actors would represent their view of the enhance the experiential nature of tourism.
However, a priori, we can identify that in marworld as they would like us, the public, to see it. As Boulding illustrates: "It may be that a small keting a destination there seems to be a tension between the desire to project imagery that pronuclear catastrophe, for example, in the Middle East, would shock people to the point where there vides an authentic identity of place, but at the same time commoditizes it for tourism consumpwould be a restructuring of the human image and the national image." Boulding must have been tion, reflecting desirable experiences (or staged authenticity) (Cohen, 1988, p. 371) . As Fairweather anticipating Huntington's Clash of Civilizations (Huntington, 1993) using this example, as this arand Swaffield (2002, p. 293) put it: "When visitors encounter settings of experiences that differ markticle will illustrate the impact recent events in the Middle East have had on the way the tourism inedly from their expectations, created through projected images . . . (through marketing, media, social dustry in Dubai projects its destination image. Taking this into account, different actors in the interaction, arts and literature) . . . , their evaluations can be very negative" (p. 293). Therefore, to tourism industry, public agencies versus private sector-specific companies, are hypothesized to have guarantee a satisfying comprehensive tourist experience, what is projected should be in line with different objectives in terms of projecting a destination image that will favorably affect their inwhat is really there (i.e., a reflection of the location's "complete real identity," or in Hall's terms:
tended positioning and ultimately their customers' buying behavior. The authors anticipate that decithe dominant "narrative of the nation").
This article examines, amongst other things, sion makers within public agencies will utilize imagery and narratives that tend to be focused on this tension between cultural identity and commerce. In particular, there is a desire within the authentic cultural identity, while private organizations might in fact try to avoid that, focusing more cultural community and public sector to project imagery that represents an authentic identity of on commoditized experiences. As Long (1997) puts it, "The issue is how actors struggle to give place, whereas commercial interests are keen to stage authenticity (Cohen, 1988, p. 371) to repmeaning to their experiences through an array of representations, images, cognitive understandings, resent desirable tourist activities, or convenient commodities for consumption. As a result, the auand emotional responses." thors expect their investigation into the use of imagery and narratives by the tourism industry in Purpose Dubai to show differences between public and private institutions and different sectors of the indus-
The relationship between cultural identity, projected image, commercialization, tourism experitry, in terms if the images that they project online and the related perceptions of relevant decision ence, and perceived image is depicted in Figure 1 . For a detailed discussion of this model see Govers makers. Consequently, the article will build on "one of the most important questions" already and . Firstly, any destination image should be anchored to some extend on a true destination raised in the early 1980s by Boulding (1983) : "What do our decision makers read? That is, what identity (Go. Lee, & Russo, 2004; Onians, 1998 ; Figure 1 . Tourism destination image formation model. Originated from the basic idea of the 5-gap service quality analysis model by Parasuraman, Zeithaml, and Berry (1985, p. 44 ) and major contributions from Baloglu and McCleary (1999) and Gartner (1993) . Van Rekom & Go, 2003) . The tourism developdrawing an analogy with Foucault's concept of the gaze. Particularly the interactive nature of the Inment strategy formulates a tourism product, commercializing the offering using this identity and ternet adds whole new dimensions to the possibilities of projecting destination images. However, the the authenticity of place (staged or real), which results in a projected tourism destination image.
importance of textual descriptions in this environment should still not be underestimated. This is This is done through the use of planned marketing and communication, using narratives, as well as illustrated by the role of literature and written media. produced imagination and expressed meanings beyond the control of destination management, such
In Figure 1 , this projected destination image forms the basis for a perceived destination image as for instance in the media, literature, arts, or computer-mediated environments. In all these cases in the mind of the consumer, which is mediated by the person's identity (i.e., self-congruity; Bathe use of photographic imagery is essential in order for these, what Gartner (1993 ) calls "induced loglu & McCleary, 1999 MacKay & Fesenmaier, 2000; Sirgy & Su, 2000) , potential temporal endestination image formation agents" ("overt" as well as "covert") (pp. 197-201) , to be effective.
vironmental or situational influences (Gartner & Hunt, 1987 ) (or Autonomous Agents according to As discussed earlier, the importance of photographic material also seems to be increasing, and Gartner, 1993, pp. 201-203) , and the direct or indirect interaction with other consumers (word of rightfully so, considering the fact that they are representing an experiential product. Urry (2002) mouth/mouse; Riedl, Konstan, & Vrooman, 2002;  or Solicited or Unsolicited Organic Agents in Garclarifies and extends the argument that tourism experiences have a fundamental visual character, tner 's terminology, 1993, pp. 203-204) . What re-sults is a set of personal expectations that the tourreported. Huntington's (1993) Go, 1999) .
Lastly, during the tourism experience, where taken advantage of this raised level of attention, illustrating to the world the rapid development of the guest consumes the tourism product and interacts with the host, the perceived destination image the Emirate, the high level of modernization, but at the same time not shying away from its identity is also affected (through what Gardner. 1993, pp. 204-205 , refers to as Organic Agents). In other and heritage. In fact, Dubai is using the focus of attention on the region, the renewed global interest words, tourists will adjust their perceptions of places if what was experienced consuming the in Islam and Arabic culture, and the attention that Dubai gets as a rapidly modernizing global hub in tourism product did not correspond to their perceived destination image, even if the latter turned the Middle East as a means to maintain and publicize its identity and heritage. It raises a key issue: out to be realistic. The lack of understanding of the experiential nature of tourism amongst the namely, how Dubai might be able to maintain its Islamic identity and heritage while globalizing its tourism industry decision makers (Gretzel & Fesenmaier, 2003) can easily lead to a mismatch. This economy at the same time? In fact, tourism development in Dubai is not a matter of tourism dollars means that the way the tourism product is delivered is often not a true reflection of a destination's supporting the rest of the economy at the cost of losing the identity and authenticity of place. Quite identity (or just a poor abstraction of all its multisensory, fantasy, and emotive aspects) and fails to the contrary, the oil dollars and income from trade, which are reinvested in a tourism infrastructure in incorporate the full potential of the prospective rich tourism experience. This article in particular order to diversify the economy, has created the opportunity to preserve the local heritage for the sake will address issues related to the image as communicated by the host (the top half of Fig. 1 ) by of tourism in a state that was rapidly globalizing anyway. Tourism in Dubai has only recently exexamining how destination identity is projected through the use of photographic imagery and narpanded, rapidly gaining significance over the last 5 years, as the oil to non-oil ratio of the gross ratives in an online environment. domestic product has decreased from almost 36% in 1990 to less than 10% in 2001 (Government Background of Dubai-Department of Tourism and Commerce Marketing, 2002) . This study investigated the case of Dubai, one of the seven Emirates comprising the United Arab Dubai was the fastest growing tourism destination in the world in 2002, with growth rates of Emirates (UAE), which is strategically positioned on the northeastern tip of the Arabian Peninsula, over 32% (growing 10 times faster than the rest of the world). Even in 2003 the UAE realized 10% South of the Arabian Gulf. As a Gulf state, like so many other nations in the Middle East, the UAE growth despite the Gulf War, welcoming close to 6 million international tourist arrivals (Abdelhas faced many challenges trying to maintain its impressive economic prosperity over the last few Ghaffar, 2004) . Since the 1990s hotel capacity in Dubai has quadrupled (UAE Ministry of Informayears following recent events, which dramatically impacted its geopolitical environment. Particution and Culture, 2001) , and in 2003 "the tourism sector's contribution to Dubai's GDP exceeded 17 larly, the second Gulf War has shown the tremendous impact that the spread of global media has per cent and its indirect impact reached a whopping 28 per cent" (Rahman, 2004) . on projecting destination image. Everyone will recall the rivalry between regional and international To sustain its growth, Dubai is in full swing to implement a well-orchestrated long-term vision, (read American/European) news broadcasters and their differences in the way in which events were which includes all major components needed to fulfill the tourism industry growth strategy aiming • Atlantis The Palm, a US$1 billion copy of the same resort on Paradise Island in the Bahamas for 15 million visitors by 2010 (Jenkins, 2004) . One of the most remarkable projects is The Palm.
to be located on the cresent of Palm Island. The Palm involves the creation of the world's largest two man-made islands known as The Palm, Anticipating increased travel demands, intermodal transport systems have also been taken into Jumeirah and The Palm, Jebel Ali, at a cost of US$1.5 billion each. Located just off the coast of account. Besides a rapidly expanding modern road network infrastructure, a luxury cruise terminal, the city of Dubai, the two palm tree-shaped islands will increase Dubai's shoreline by a total of 120 planned railway connections across the Arabian Peninsula, and a magnetic monorail public transkm and create a large number of residential, leisure, and entertainment opportunities. The signifiport system in Dubai, the government of Dubai has committed to a major expansion plan of US$4 cance of the concept of designing the islands in the shape of palm trees is that it was inspired by billion for Dubai International Airport and its affiliated divisions (Rahman, 2003) . In line with this Dubai's own heritage, with the date palm and water long considered to be the most important sources projected growth of the Dubai travel hub, Emirate Airlines announced the largest ever aircraft order of life, providing the UAE people with food, shelter, and simple boats, laying the foundations for at the 2003 Paris Air Show on top of the orders already registered in 2001 at the Dubai Air Show, trade, which has eclipsed the oil industry as the major source of Dubai's prosperity. Also, Arab bringing the total order book to US$26 billion (Stensgaard, 2003a ). Eclectic will be the signature architectural style on the Palm (Dubai Palm Developers LLC, 2003).
As Cooper (2003) puts it: "This vision of modern Arabia is somewhat different from the view To attract the additional visitors, second home owners and residents to Dubai, other major investoften presented by the Western media which understandably focuses on regional tensions rather ment projects are under way. Among them are mix-use mega-projects such as: than regional success stories." In an effort to try to change this situation, the Dubai Department of • Dubai Festival City, which spans over 1600
Civil Aviation has embarked on a campaign reacres on the banks of Dubai's historic Creek.
flecting the contrast between modern Dubai as an • Dubailand, a US$5 billion project to create the attractive global business hub and the respect for region's 2 billion square feet tourism, leisure, tradition, heritage, and local culture at the same and entertainment capital, host to the Global time. In 11 roughly 1-minute Cultural Voyage ViVillage fun-fare, which, with over 3 million visgnettes that precede the Dubai Duty Free and Initors in 2003, is the biggest attraction at the ternational Airport advertisements on CNN Interannual Dubai Shopping Festival (Stensgaard, national, the government tries to create a global 2003b).
awareness for the rich cultural identity of the UAE • Dubai Marina, a cluster of towers along a 3.5-people. Short interviews with real local Emirati rekm man-made marina.
flect traditions such as: henna body painting; in-• The World, 260 islands protected by an oval cense burning; pearl diving on a dhow; falconering breakwater and positioned to form the shape of in the sand dunes by Emirati men; the building of the world map.
dhows; calligraphy; the traditional liwa band conAmong the 67 new hotel properties that are sisting of local Emirati men dancing to live music; planned for the UAE in the next few years (StensArabic poetry and song writing; existing tradigaard, 2003c), the most remarkable ones are:
tional Bedouin herding camels in the desert; and lastly a small episode on the Bastaqya, the re-• Madinat Jumeirah, a 900-bedroom Arabian resort designed using local UAE architecture and stored historical buildings along the Dubai creek, which was where trade originally began (Mansinterior design.
• Hydropolis, the world's first underwater hotel. )). Therefore, the many recent regional and local initiatives to bring the tourism raise the importance of these buildings to the international level and help boost tourism" even further industry into the online marketplace (such as my travelchannel.com on MSN Arabia, online book-(Anonymous, 2001).
All these examples of tourism development ing at emiratesairline.com, reserving your dinner at diningindubai.com, or booking your tour with where heritage and the "sense of place" have been taken into account, in terms of building the infraone of the online local tour operators) are timely. This is supported by the Emirate's drive to take structure and product development, as well as the marketing, are a good example of tourism being a up a strategic position in the new economy, endorsed by the creation of Dubai Internet City, an vehicle for preservation . Also, it instigates some level of appreciation for the local e-commerce free zone. The observations above show that it is bearing fruit. However, much more culture with tourists whose primary reason for visiting a location is not for the local culture (but pertinent in this context is Dubai's dependency on international visitors when it comes to sustaining often the sun, sea, sand, & shopping in the case of Dubai). As Van Rekom and argue, this its tourism industry's growth. European tourists constitute a large and growing market segment, form of "staged authenticity" (McCannell, 1973) , "is a strategy that can work, both in publicity cambeing the number one source market, representing 25% of the total market in 2002 (Bin Sulayem, paigns designed to foster identification with (and of) a distinct local community and campaigns to 2003) and having generated over one third of the total number of 9 million guest nights in 2001 promote active citizenship" (supported by Onians, 1998). As Van Rekom and Go (2003) indicate, the (UAE Ministry of Information and Culture, 2003, p. 152) . On average, these tourists spend a whole staged or emergent authenticity therefore seems to "fit with the way in which the local identity is day longer in Dubai, compared to any other visitor. As illustrated above, many of these Europeans constructed, imagined and experienced by the local community members" and is at the same time are online and using the web for travel and tourism purposes extensively. Therefore, considering used as a way to react to recent geopolitical events in a positive way to promote Dubai's rapid develthe advancement of Dubai in the online market place and the importance of the European market, opment as a global hub, but at the same time not denying its roots. This article analyzes to what exit is timely to study the destination image that Dubai is projecting online internationally. tent these efforts are also reflected in the projected imagery of Dubai online.
Data Collection

Methodology
To sample the data, an online search was conducted to locate Dubai-based tourism company Particularly in tourism, and its related information-intensive industries and products, the potenwebsites, by screening the links detailed on local portals containing tourism directories, such as: the tial of the Internet has been proven. Nearly 60% of government of Dubai's Department of Tourism 505 images included in the analysis were distributed as depicted in Table 1 . and Commerce Marketing (www.dubaitourism. co.ae); the Dubai E-Government Portal (www.
Subsequently every page on every site was manually browsed and superficially scanned for its dubai.ae); AME-Info (www.ameinfo.com); UAE Interact (official website of the Ministry of Informatextual content. All full text paragraphs of two or more sentences were cut and pasted into a separate tion and Culture in the UAE at www.uaeinteract. com); and Emirates Internet & Multimedia (the word document for every website. Most web pages were included, except for: pages that relate national Internet provider at www.emirates.net.ae, part of the national telecommunications company to other Emirates; press sections; listings of hotel information, if not on the hotel website itself; listEtisalat). Lastly, a search on the keyword "tourism" was conducted on the complete list of webings of brief destination-related facts (e.g., exchange rates, telephone numbers, seasonal tempersites registered in Dubai as provided by the Abu Dhabi Chamber of Commerce and Industry (www.
atures, holidays, languages, visa information, etc.); and bullet pointed sections, unless part of a larger adcci.gov.ae/pls/uaesites/uae_web_sites_emirates. search).
piece of text. From the 20 websites, a total number of 92,485 Twenty websites were located and saved in a Favorites folder, using Microsoft Internet Explorwords was collected, distributed as depicted in Table 1 . In total: 15 tour operators, 3 hospitality er's "Offline Web Pages" tool. The maximum number of three links deep from the websites' management companies, the Dubai destination marketing organization, and airport website were anahomepages was downloaded to hard disk, following only links within the same website, without lyzed. Only the destination marketing organization is a pure government organization, but two tour specifying a disk space usage limit and including downloading of images. From the 20 websites, a operators, one hospitality management company, and the airport are semigovernment, part of govtotal of 3600 JPEG and GIF files were collected; 2,550 small images of less than 10 kilobytes were ernment control structures, but managed as private entities. Not surprisingly, the destination marketimmediately deleted under the assumption that those would include only thumbnails, buttons, ing organization and the semigovernment hospitality management company had the most text and icons, lines, banners, and other design elements. Of the remaining 1050 images, 74 were doubles images on their websites, which corresponds to the total website size, being the largest two as of the same image on the same website and were therefore overwritten during cataloguing. Of the well (16,709 words/48 images/30 MB, and 14,373 words/48 images/74 MB, respectively). The air-976 viewed images, still another 38 images were deleted as they consisted of banners, backgrounds, port website had the most images (56), but not as much text and an average website with 17 MB. and navigation menus. Another 433 images were excluded from the analysis for various reasons.
Apart from one tour operator with a website of 18 MB (and 40 images), all other websites were These included: 11 images of bad quality, which were difficult to analyze; 5 images of cargo at an smaller than 6 MB, six of them being smaller than 1 MB. airport or seaport, irrelevant to the locality; 8 images representing irrelevant business settings, not showing specific related facilities available in DuContent Analysis of Pictures bai; 11 images of irrelevant objects not related to tourism in Dubai; 84 images consisting of logos,
The need for tourism researchers to embrace image-based research has been contended by banners, and ads; 48 geographic maps; 6 images of nonbranded aero planes in flight and cars on Feighey (2003) . The 505 images included in the analysis were content analyzed in terms of motifs non-Dubai roads; 83 images of other countries; 72 images of other Emirates; 42 press-related images;
(objects or appearances) and themes (or focal themes), as applied in other studies of tourism 44 images representing text; and 19 images of unknown individuals without context or within an irphotography (Albers & James, 1988; Markwell, 1997; Sternberg, 1997) . Content analysis of motif relevant non-Dubai-related context. The remaining ance. As indicated above, the few images where this was the case were excluded from the analysis second, identifying the arrangement (which objects are shown together, or clustering); and third, as press release-related material (many websites have a press section). Rather, the appearance or identifying the contextualization (or the surrounding context).
absence of tourists in images was used as a way to distinguish between tourist gaze (Urry, 2002) or In the first instance, all the motifs appearing in every image were listed. Then, with each image experience (or performance) (Fairweather & Swaffield, 2002; Garlick, 2002; Urbain, 1989) . Fairbeing a case, for each object a separate dichotomous variable was created in SPSS to indicate if weather and Swaffield (2002) propose an interesting metaphor in this respect, using the graded the specific object appeared in the picture or not (0 = no, 1 = yes). This allowed for measurement of experience of the Elizabethan theater, "in which some of the audience become active participants, distribution and frequency, but also for analysis of variance, treating the variable as interval scale. In some choose to remain detached spectators, and others move between the two. Furthermore, watchthe second instance, correlations between these variables were calculated that would indicate if ing others in the audience perform becomes part of the experience" (p. 294). In order to operationaobjects often appear together (positive correlation) or not (negative correlation). By doing this objects lize this, for arrangements in which tourists appeared, the focal theme was defined as being expewere clustered by the level at which they correlate, identifying arrangement. Lastly, the arrangements riential, and in case of absence of any tourists, the focal theme was defined as representations or rewere correlated with contexts (e.g., desert, sea, creek) to identify contextualization and finally the flections of objects and activities. focal theme of the image.
Content Analysis of Text
In a final note it needs to be emphasized that tourists appearing in the images, were not treated As Dann (1996) has argued, the visual and textual contents of brochures are important in aiding as "objects" but as "subjects" (Gallarza, Gil Saura, a conceptualization of place. It can be assumed
In simple terms, CATPAC produces a frequency table and proximity matrix for the most commonly that the same accounts for web pages. To analyze the textual element of the websites, the authors used words in the text. Proximities between the words are based on their co-occurrences within a made use of CATPAC, which is a self-organizing artificial neural network software package used for sliding text window chosen by the researcher.
(Standard size is 7 words; i.e., CATPAC moves a content analysis of text. "CATPAC is able to identify the most important words in a text and deterwindow of 7 words across the text and calculates word proximities based on the number of times mine the patterns of similarity based on the way they are used in the text" (Woelfel, 1998, p. 11) .
words are found together within these frames. It would go beyond the object of this article to exmost every other concept in the text, it distorted the cluster analysis. Because it is quite obvious plain the detailed working of the program here, as the above explanation is a simplification, but for a that the analysis relates to the case study Dubai, there seamed to be no harm in excluding this word good overview please refer to Woelfel and Stoyanoff, 1993 .) Among others, Gretzel and Fesenfrom the procedure, allowing better clustering results on the rest of the data. The outcomes remaier (2003) and Ryan (2000) have advocated CATPAC to be a valuable tool for content analported are based on Ward's method. ysis.
To obtain the results described underneath, five Results documents were content analyzed by CATPAC,
The content analysis of pictures and text was one for each sector of the industry and one for conducted separately. Nevertheless, results were the total population. Those words appearing with strikingly similar. First reported are the results of a minimum frequency, covering at least 2.5% of the content analysis of the pictures, followed by the analyzed content, were included in the results the results of the CATPAC analysis of the text, (ranging from 24 to 28 unique words, depending after which the conclusion pulls observations toon the specific content of the text being reviewed).
gether. To determine patterns of similarity and central concepts, several hierarchical cluster analysis methPictures ods were applied to the proximity table produced by CATPAC to test coherence of the several clus- Table 2 lists the results of the content analysis according to motifs, arrangement, and contextualtering solutions. As a result the name "Dubai" was excluded from analysis as this was obviously the ization. Motifs are clustered together with other motives with which they seem to often appear tomost central word in all texts (representing 11.9% of all words included in the analysis of the total gether (Fig. 2) . The most frequent appearing motif was "dining," followed by "airport facilities." The text, compared to the second most frequent word representing 3.7%). As Dubai correlated with almost frequently appearing context was that of a desert setting. Tourists appeared in 24% of the imence based images, these images show tourists making use of the leisure/recreational facilities ages, which suggested that in general terms the experiential nature of tourism was not often reand modern airport facilities, respectively. In fact, the hospitality and transport sectors had no images flected in the projected imagery. Figure 2 shows the clustering of motifs and related to heritage, the outdoors, or contrasts of old and new Dubai whatsoever, and very few culcontexts using bivariate correlations as well as the authors' interpretations. There seemed to be eight tural images. The promotion of the rich culture, heritage, and logical focal themes, which could then each be split into experiential or nonexperiential themes identity of Dubai is therefore clearly left to the destination marketing organization and to some depending on the presence or absence of tourists in the images. extent the tour operators. In it (see the Culture cluster in Fig. 2) we can recognize some of Hall's Table 3 lists the 14 focal themes (the themes of "hospitality" and "old & new" had no experiential (1996, p. 627) elements of national identity, such as the emphasis on origins, continuity, tradition, dimension), their frequency and significant differences in distribution across sectors of the industry.
and timelessness (henna painting, falconry); the foundational myth (camels and camps in the desOnly "cultural experience" was not significant at all and "reflections of old & new" and "heritage ert); and the idea of a pure, original people or "folk" (the Emirate men and women as depicted experience" were only significant at 10%. As earlier suspected, only 26% of images were experienin these images), but also the invention of tradition (belly dancers). The fifth of Hall's elements, the tial in nature. Most frequent focal themes were "reflections of modern Dubai," "hospitality facilinarrative of the nation, can partly be found in the focal theme "Heritage." ties," "leisure/recreational facilities & activities," "reflections of culture," and "outdoor activities,"
Tour operators, although involved in cultural activities and the only ones projecting some heritogether making up almost two thirds of the total number of images. That suggests that what is protage experiences, were primarily involved in outdoor activities, which represent mostly what is jected is very much facility/activity based. This was particularly true for the hospitality and transcalled wadi-and dune-bashing (the idea of taking a four wheel drive car to its limits in small river port sectors. Although they also had many experi- beds in the mountains or on sand dunes). Lastly, parts of the text, coming form different types of sector-specific websites. This assumption is quite when performing analysis of variance between private, semigovernment, and government organizaplausible as analysis of the website texts per sector resulted in the identification of clear central contions, there also proved to be a significant difference in the projection of the "reflections of cepts within each of the four documents, but different ones for different sectors (Table 5 ). The heritage" theme (F = 12.3, p = 0.000). This focal theme was present in 27% of the imagery used by most commonly used word in all the text was, not surprisingly, the word "desert," which was also government, compared to 9% and 4% for private and semigovernment organizations, respectively. part of one of the most important central concepts, the Arabian Desert Experience. Although this can be interpreted as a reference to Hall's (1996, p. Text 627) "foundational myth," it is at the same time Table 4 displays the frequency list of unique the only central concept in the overall textual analwords in the total text covering all websites. Based ysis that initially can be linked to Hall's five eleon the cluster analysis using the CATPAC proxments of identity (two more can be found in Table  imity table, complete text was the combination of Jumeirah's The other 14 most frequently found words International World (class) Hotel Facilities (Jucould not clearly be clustered, probably because meirah is the geographical area of Dubai where they were used in different contexts, in different most of the resort hotels are situated). More of interest though was the differences in website content between the various tourism sectors. This is Table 4 shown in Table 5 .
Frequency List of Unique Words in All Text
In line with the results from the content analysis of images on these same websites, it can be ter," "desert," and "enjoy" probably came closest. cues. But even when taking into account the re-"experience modern shopping facilities"). Therefore, these experiential-type images contribute sults of that part of the study, there was a general lack of reference to other sensory cues and emolargely to the commoditization and consuming nature of tourism. The use of photography to design tions. They say that "one picture is worth a thousand words," but a picture and description of a effective (holistic) tourism experiences, as suggested by Sternberg (1997) and Garlick (2002) , hotel room, restaurant, or airport gate, for instance, is not going to tell us much about the acseems to be very limited. The experiential nature of the "consumption of place" is almost comtual tourism experience that one can expect at that particular unique destination, in terms of all the pletely unrecognizable when interpreting what is projected by tourism websites, and representation multisensory emotions that will be generated.
of the identity of place, its culture, and heritage is left to government, destination marketing organiConclusion zations, and, in part, tour operators. Although the government is trying to react to recent events with The results of this research clearly show that the way Dubai projects its imagery as a tourism projects and campaigns that are meant to illustrate the rich heritage of Dubai, private sectors, and pardestination lacks creativity and "cross border" thinking between tourism sectors and therefore ticularly the hospitality and transport sectors, seem to avoid references to the local culture and herifails to coherently reflect its true cultural identity. Most of the projected imagery is fragmented in tage. Therefore, both private sector and public sector appear to be working across purposes. Espenature and product based, showing facilities and activities on offer. Those experiential-type images cially in the case of the airport website this is peculiar as it is most heavily involved in the media that are found are those of fragmented experiences that relate directly to the specific product offered campaigns promoting Dubai's heritage. But even when it comes to the way culture, heritage, and by particular sectors (i.e., "dining experiences" or identity are projected by the destination marketing patterns of association, which "can be used to define coherent experiences sought after by certain organization, "gaze"-type images are the norm, as opposed to experiential representations. groups of travellers." This proves that there is a world of opportunities for the tourism industry to Hirschman and Holbrook (1982, p. 92) emphasize the importance of multisensory, fantasy, and use the learning of the hedonic consumption domain to improve the way in which the destinaemotive aspects of experiential or hedonic products such as tourism. Yet, the way the tourism intion's identity is reflected in the tourism product offering and the way it is communicated, in order dustry projects images of its tourism product offering, such as on destination marketing websites to provide the rich tourism experience that the tourist is looking for, based on a shared cultural (Gretzel & Fesenmaier, 2003) are likely to misinterpret and share perceptual inferences with other strangers, thereby creating a This conclusion is supported by the research findings presented in this article. One of the key self-perpetuating spiral of misrepresentation in the image formation process. Therefore, it is crucial tourism challenges seems to be that the focus of private industry decision makers is on maintaining that both the design of a shared cultural identity and the construction of tourist scripts are rooted in tourist satisfaction levels in their own very specific subdomain. The part of the image of the a sense of place. Ultimately, the quality of a tourist experience and sustainable host communities world that they have is often only related to the specific facilities and convenient commodities that depends on the intelligent alignment of the perceived destination image and projected identity. they offer for consumption. They are not aiming to project tourism experiences that are embedded How this can be done is a challenging topic for future research. in a local context, nor are they concerned with the destination's identity or how it should be projected. Therefore, they often fail to incorporate the easy solution. However, the Internet particularly seems to provide opportunities for improvement. Gretzel and Fesenmaier (2003) 
